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With the rapid development of world economy and China’s entry into WTO, the 
circulation of commodities is becoming faster and wider round the whole globe. More 
and more foreign commodities are entering China, and at the same time more and more 
Chinese enterprises are promoting their products on the international markets. To make 
their products more competitive on the international market, Chinese enterprisers must 
use proper advertisements to make their products or services better known and more 
acceptable to foreign customers.  Translating Chinese advertisements into English has 
therefore become an important part in the promotion program of Chinese enterprises 
aiming to enter the international market. The study of Chinese-English (C-E) 
advertisement translation is of great realistic significance and practical value.  
 
There are some differences between advertisement translation and general literary 
translation, each having different purposes because of differences in styles and 
motivations. Needless to say, the most important purpose of advertisement 
translation is to advertise, i.e. to promote sales of specific products or services. The 
primary purpose of literary translation, on the other hand, is for aesthetic and artistic 
appreciation. Advertisement translation is not the same as general scientific and 
technical translation either, whose chief purpose is to introduce specific scientific 
and technical knowledge to the reader. 
 
Skopostheorie argues that the primary task of translation, essentially as a practice of 
intentional cross-cultural communication, is to facilitate the materialization of the 
functions which the target text is meant to achieve in the target culture. This is called 
the Skopos rule by Vermeer. Based on this theory, this present thesis argues that the 
fulfillment of the intended functions of the target text should be the guiding principle 
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Vermeer’s Skopostheorie to the practice of translating Chinese advertisements into 
English. Apart from an introduction and a conclusion, this thesis consists of four 
chapters. The introduction is the first chapter that is concerned with the background, 
purpose, and structure of this thesis.  
 
Chapter Two is a literature review. It starts with a review of the previous translation 
theories and limitations of utilizing them as theoretical guides. Then it moves on a 
brief introduction to Vermeer’s Skopostheorie. The author then explains the 
feasibility of using Skopostheorie as an effective theory in guiding translating 
Chinese advertisements into English. Chapter Three presents a survey of 
advertisements in general and a comparison of the characteristics between Chinese 
and English advertisements. The lexical features, grammar traits and writing styles 
of Chinese and English advertisements are analyzed. 
 
In Chapter Four, discussions are firstly focused on the analysis of C-E advertisement 
translation purpose. Then the principles of C-E advertisement translation are 
analyzed. The relationship between the three rules of Skopostheorie and C-E 
advertisement translation is expounded. Moreover, the author suggests several useful 
translation strategies. In Chapter Five, the author first discusses the relationship 
between language, culture and Chinese advertisement translation. Then, analyses are 
presented of cultural factors and their effects in C-E advertisement translation. 
Finally, the author stresses the necessity of making certain cultural adjustments in 
C-E advertisement translation. 
 
In the last chapter, the conclusive part of this thesis, the author reemphasizes that 
Skopostheorie is an effective theory for C-E advertisement translation practitioners. 
It also summarizes the results of this research that may be deemed as contributions to 
the field of translation studies in general. 
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Chapter One  Introduction 
 
Since China’s reform and opening to the outside world, exchanges between Chinese 
commodities and commodities of other countries have been increasing at a surprising 
rate. Meanwhile, more and more Chinese enterprises are entering the international 
market and compete with foreign enterprises. To make their products more competitive 
on the international market, Chinese enterprisers must establish proper promotion 
channels to make their products or services better known and more acceptable to 
foreign customers. Since nearly all the promotion channels have to operate together 
with advertisements, translating Chinese advertisements into English has therefore 
become an important part in the promotion program of Chinese enterprises aiming to 
enter the international market. 
 
In the 21st century mass media are becoming more and more convenient carriers to 
spread information, and with their help, advertising has become a powerful weapon to 
promote products or services. This is also true with Chinese products or services 
entering foreign markets. But there are many differences between domestic markets 
and foreign markets. Some advertisements are successful on Chinese markets, but they 
may fail on foreign markets. In order to achieve success on foreign markets, Chinese 
enterprises must translate their advertisements into foreign languages, especially 
English in a proper way. In many cases, translating their advertisements appropriately 
is of vital importance to the success of their promotional program for foreign markets. 
 
Most enterprises need such kinds of advertisement translation with obvious purposes 
to win foreign customers. But such purposes may not be fully attained within the 
framework of traditional theories and traditional principles of translation such as 
“faithfulness, expressiveness and elegance”, which are not very effective in guiding 
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emphasizes the function of target texts, posits that translation is a purposeful 
intercultural activity and that translation follows the Skopos rule, the intertextual rule 
and the intratextual rule. This author holds that it is time that translators of Chinese 
advertisements adopted the perspective of Skopostheorie and liberated themselves 
from the shackles of the traditional principles of “faithfulness, expressiveness and 
elegance”.  
 
1.1 Background of This Study 
Chinese-English (C-E) advertisement translation study belongs to the realm of 
pragmatic linguistics. Many scholars have been conducting all kinds of research in this 
field. Chinese scholars, such as Jia Wenbo (2000; 2004), Fang Mengzhi (2003), Liao 
Ying (2005) have illustrated important characteristics of advertisements and 
advertisement translation. However, they mainly describe features of advertising 
English and suggest relevant translation strategies for dealing with these features. Few 
scholars have made systematic and comprehensive comparisons between Chinese and 
English advertisement.  
 
Some foreign scholars have studied the phenomenon of advertisement translation 
based on the equivalence theory. In their discussion of advertisement translation, Nida 
and Taber (2001:12) once assert that “translating consists in reproducing in the 
receptor language the closest natural equivalent of the source language message, first 
in terms of meaning and secondly in terms of style.” Nida explains the “closest natural 
equivalent” as follows (Nida 1964: 166): 
 
Equivalent, which points toward the source language message; 
Natural, which points toward the target language; 
Closest, which binds the two orientations together on the foundation of the highest 
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